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A BIBLIOGRAPHY OF CITY MARKETING 
by Steve Millington, Craig Young and Jonathan Lever 
Introduction 
City and place marketing have become important elements of local economic 
development strategies over the last two decades. These topics have become a 
major focus for practitioners involved in place management and development 
(including both local government and non-governmental organisations e.g. 
Urban Development Corporations, Training and Enterprise Councils). They have 
also grown in importance as topics for academic investigation. 
Th is bib I iography seeks to present a comprehensive I isti ng of references 
related to city and place marketing. It includes books and journal papers, major 
conference papers, and a section listing examples of city marketing which can 
be accessed on the World Wide Web (WWW). The bibliography should be of 
use for research and teaching purposes for those interested in topics such as city 
or place marketing, local economic development, planning, urban development, 
urban studies, place imagery, marketing science, local government studies, 
urban politics, and to practitioners in local authorities and other agencies of 
local economic development. 
After a short introduction discussing the meaning of city marketing, a series of 
key themes are identified within the current literature on city/place marketing. 
The bibliography is then structured around these themes which are: city and 
place marketing in general; partnerships and governance - the new political 
context of city marketing; city marketing in the context of local and global 
relationships; place imagery and representation in city marketing; city marketing 
in the context of local economic development; and case studies of city 
marketing. 
What is place marketing? 
City or place marketing are not straightforward terms to define (Ashworth and 
Voogd, 1988). Although both concepts draw on specific ideas and practices 
from marketing in the private sector, the marketing of places is different in 
significant ways. Fundamentally place marketing is a non-profit making exercise. 
Places are not the same as products, the aims of marketing strategies differ, and it 
is more difficult to evaluate the success of this kind of marketing. 
City marketing is taken here to be the application of place marketing 
principles and activities within urban settings or environments, though in reality 
the phrases city and place marketing are interchangeable. The meanings and the 
activities involved in both, however, have developed over time. Originally the 
terms related to the selling or promotion of images of places (Barke and Harrop, 
1994; Spooner, 1995; Ward, 1995, 1996). In the USA and the UK the practice of 
place promotion can be traced back to the 19th century with the selling of large 
real estate developments, suburban estates, resort towns and even industrial 
cities (Gold and Ward, 1994; Ward, 1995). 
Over the last two decades, however, under conditions of globalisation and the 
spiral of international competition, place marketing has taken on additional 
meanings, as well as becoming an established tool of local economic 
development (Mills and Young, 1986; Barke and Harrop, 1994). Place marketing 
today will encompass a range of activities from place advertising and promotion, 
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to 'product development' i.e. sophisticated strategies involving large scale 
investment in local attractions, environmental improvement, property 
development, flagship projects and 'spectacle events' (such as major cultural and 
sporting events). The academic literature often bundles all these activities under 
the term 'civic boosterism' (Ashworth and Voogd, 1994; Spooner, 1995, Smythe, 
1994). 
Another academic perspective draws on marketing theory. This view sees the 
development of place marketing as part of a shift in the organisational and 
management philosophy of local government (Ashworth and Voogd 1988; 1990; 
1994). In this context, place promotion can be regarded as just one marketing 
tool within a much wider strategic approach to place management. This wider 
strategic approach has involved the adoption of multiple, holistic and complex 
objectives. These range from traditional concerns with improving place 
image/identity or raising awareness about an area; to include attracting inward 
investment, tourists, or skilled employees; promoting self confidence and civic 
pride; and using the same techniques to draw down external governmental and 
European Union funding. 
References which present general discussions of the meaning and application 
of city marketing can be found in the bibliography section City and place 
marketing: general. Examples can be found in the sections Case studies of city 
and place marketing and Resources for investigating city marketing on the 
WWW. 
Place image and identity 
Although city marketing can be regarded as a complex strategic management 
function one of its key activities is the advertising of place (see the bibliography 
sections Place imagery and representation in city marketing, Case studies of city 
and place marketing and Resources for investigating city marketing on the 
WWW). The creation and use of place imagery is an important area of study and 
forms a significant element of the practices of city marketing. Image is important 
to cities. If cities are to become 'meccas of consumerism' they need to break 
away from their industrial past and carve out a new identity. There is a need to 
change perceptions of cities and how people value cities. The projection of the 
'right' image can: improve a city's marketability within the global economy; 
maintain business confidence; and stimulate consumer or tourist expectation. To 
create the right image, agents of urban governance such as local authorities have 
initiated sophisticated marketing strategies and advertising campaigns (Bianchini 
et al. 1992; Smyth 1994; see the bibliography section Partnerships and 
governance: the new political context of city marketing). 
Image marketing comprises two stages. First, it is an awareness raising 
exercise. Second, it is an attempt to identify and change people's attitudes 
towards a place, and thus modify their behaviour. Initially, much place 
marketing practice was concerned with simple awareness raising campaigns, 
and some of the academic literature has been concerned with describing and 
evaluating these (Burgess, 1982; Wilkinson, 1992). However, as place marketing 
has become more ingrained in local economic development practice image and 
communication strategies have become more sophisticated (Mills and Young, 
1986). Understanding these more complex issues has received more academic 
attention. Attention has been focused on the cultural representation of place 
(Barke and Harrop, 1994; Dann, 1996; Holcombe, 1993; Lew, 1991; Pocock, 
1992; Squire, 1993); the politics of place representation (Boyle and Hughes, 
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